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The purpose of this research is to find out: product quality has a positive influence on buying intention, 
the price has a positive effect on purchase intention, the behavior of variety-seeking moderates the 
influence of product quality on buying intention, and behavior of variety-seeking moderates the influence 
of price on buying intention. The sample in this study were some consumers who bought biscuits in 
Indonesia. The number of samples in this study was 170 respondents. The questionnaire was distributed 
online. Analysis of the data used the SmartPLS 3.2.8 program. Findings from the recent study: Buying 
behavior of variety-seeking moderates (strengthens) the effect of product quality on biscuit buying 
intentions in Indonesia, buying behavior of variety-seeking moderates (strengthens) the effect of prices 
on Indonesian biscuits buying intentions. The results of the study: product quality has a positive effect on 
buying intention, the price has a positive effect on buying intention, 
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1. INTRODUCTION 
The Romans had known biscuits since 23 centuries ago. Biscuits have become one of the favorite foods 
for many people around the world. Biscuits are very beneficial for health, particularly for those who are 
on a diet since biscuits have ingredients to help people feel full longer. Biscuits consumption in 
Indonesia per capita reaches 24.22 ounces / 0.1 kg per year, and its value always goes up considering the 
consumer of biscuits almost in all ages (from toddlers to the elderly). The number of biscuits consumers 
is estimated at 5% - 8% of the total population of Indonesia. The sales turnover of biscuits ranges from 
Rp 18 - 20 Trillion per year (file://C:/Users/Dell/Download). Biscuits have become an important part of 
Indonesians’ daily life. The biscuit producers are competing to make innovative biscuit products that suit 
people’s taste. 
 
The marketing role in a company is very important, and consumers are faced with various choices in 
choosing products. The most superior product is the one chosen by consumers among others. Companies 
must be knowledgable on how consumers choose the products. In Marketing it is called consumer 
behavior. This study used the theory of consumer behavior proposed by Ajzen (1985), Theory of 
Planned Behavior (TPB), which is intended to predict individual behavior more specifically where 
buying intention as the dependent variable. This theory is combined with the theory of variety-seeking 
buying behavior from McAlister and Pesseimer (1982), namely the factor change in the feasible set 
(product and price) as independent variables. As well as variety-seeking behavior as moderation 
variable. 
 
According to Ajzen (1991), consumer behavior is considered as the extent to which consumers are 
willing to approach certain behaviors and how many attempts are attempted to perform certain 
behaviors. The intention is an internal (individual) factor that influences consumer behavior and also a 
tangible form of reflection from consumers' plans to buy a certain amount (Schiffman & Kanuk, 2004). 
According to Dodds, Monroe and Grewal (1991), buying intention refers to the possibility of consumers' 
desire to buy products. Intention to buy as an effort of individuals who consciously plan to buy brand 
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products (Spears and Singh, 2004). Product quality factor is one of the factors in influencing buying 
intention. According to Tariq et al. (2013), product quality must be improved continuously so that 
consumers’ satisfaction increases. The results of the study of Chi., Yeh and Huang (2008) showed that 
product quality has a positive effect on consumers’ buying intention. 
 
Another factor influencing buying intention is price. Krishna (1992) has conducted research and 
concluded that price plays an important role in buying intention and brand transfer. Price and quality 
perceptions affect buying intention (Tansil, M, J & Tielung, M, V 2014). Price affects consumer buying 
intentions (Biswas, Pullig, Yagci, & Dean, 2002; Jiang & Rosenbloom, 2004; Alford & Biswas, 2002). 
 
According to McAlister & Pessemier (1982) and Hoyer & Ridgway (1984), variety-seeking behavior is a 
common behavior of consumers in food choices. Variety-seeking refers to the tendency of consumers to 
spontaneously seek to buy a brand new product even though they continually express their satisfaction 
with the old brand (Mowen and Minor, 2002). Van Trijp (1994) said that the need of variety-seeking is 
real in food appreciation by consumers. According to Kotler and Keller (2012), consumer behavior of 
variety-seeking in food including biscuits. Having preference in biscuits, choosing a brand without 
concern, and evaluating the product along the consumption process, consumers look for other brands to 
find out the taste, product brand shifting occurs often not because of dissatisfaction experience. 
Competitor companies encourage these variety-seeking buyers by offering low prices. 
 
The novelty of this study is to use a moderating variable on the effect of independent variables on the 
dependent variable. The moderation variable used in this study is variety-seeking behavior. While the 
independent variables are product quality and price variables, and the dependent variable is the buying 
intention variable. The research objective is to determine the effect of product quality and price variables 
partially and positively affect on buying intention. Also to find variety-seeking behavior moderates the 
influence of product quality and prices partially on buying intentions. 
 
This research is important to do because the results will contribute to producers to set strategies to 
increase sales. Therefore, the biscuit industry in Indonesia continues and this will also secure the 
abundant vacancy and reduce unemployment. 
 
2. LITERATURE REVIEW 
Buying Intention  
Assael (2001) argues that buying intention is the tendency of consumers to buy a brand or take actions 
related to purchases as measured by the level of consumers making a purchase. Sprotles and Kendall 
(1986), explain that consumer buying intention is a mental orientation that characterizes the consumer's 
approach to making choices. According to Zeithaml (1988) and Dodd et al (1988) buying intention 
indicates that consumers will follow their experiences, preferences and external environments to gather 
information, evaluate alternatives, and make buying decisions. 
Buying intention can measure the likelihood of consumers to buy a product, and the higher the buying 
intention, the higher the consumer's willingness to buy a product (Harshini, 2015). A better quality of a 
product is an important factor in consumer buying intentions (Chi, H, k., Yeh, H, R & Huang, M, W., 
2008; Mirabi, V., Akbariyeh, H & Tahmasebifard, H.,2015). Price also tends to have a direct effect on 
buying intention (Kim, HW, Yunjie Xu & Sumeet Gupta, 2011) Price perception influences consumer 
buying intention (Manorek, S, L., 2016). There are five indicators used in this study which are the 
combination of Ferdinand (2002: 129) and Kotler & Keller (2012: 503), namely: a) consumers’ tendency 
to buy products; b) consumers’ tendency to recommend products to others; c) intention that describes 
consumers’ preference on certain product; d) consumers’ behavior of information-seeking on certain 
product; and e) increasing interest to buy certain product after a long thought and discussion.  
 
Quality of Product Influences Buying Intention 
Product quality is important in choosing a product. Product quality according to Kotler and Armstrong 
(2012) is the ability of a product to carry out its functions, including durability, reliability, accuracy, ease 
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of operation and improvement, as well as other valuable attributes. Product quality is an important thing 
that must be fulfilled and visible clearly so that consumers can distinguish between one product to the 
others and be satisfied with it (Cooper and Calantone, 1981). Product quality indicators used in this 
study according to Kotler and Armstrong (2012), namely: a) the product offered meets the needs and 
desires; b) the products offered are as good as the competitor products; c) the products offered are 
interesting; and d. the products offered are of high quality. 
 
The results of the study of Rana, S, M, S., Osman, A, A., Othman, Y. H., (2015) indicated that the 
quality of the product affects the buying intention. Product quality has a positive and significant 
influence on buying intention (Tsiotsou, 2005). From the theory and description that have been 
explained, the provisional conjecture in this research is that there is a positive influence between product 
quality and buying intention. 
 
H1: Product quality has a positive influence on buying intentions. 
 
Price Influences Buying Intention 
In marketing, prices help achieve business profit. Price is usually an important factor affecting consumer 
buying intentions. Consumers respond to price cuts primarily as a result of the value and benefits of 
discounted price to consumers (Keller, 1998). However, discounted prices not only refer to price 
reductions, and they may also refer to the difference in prices of services obtained by consumers for 
goods of the same price (Raghubir & Corfman, 1999). Price is the amount of money charged for a 
product or service, or the amount of value exchanged by consumers for benefits due to owning or using 
the product for that service (Kotler and Armstrong, 2012). 
 
Every consumer needs more discounts or price cuts and package items at low prices. According to Yang 
and Mao (2014) discounts are consumers' perceptions of price savings, the higher the discount the more 
they can save from buying certain products. There are 3 price indicators used in this study according to 
Kotler and Armstrong (2012): a) price eligibility; b) price match with service and product quality; and c) 
discounts/ price cuts. 
 
Price has a significantly positive influence on buying intention (Nirushan, K, 2017; Salahudin, 1999). 
From the theory and description that have been explained then the temporary assumption in this study is 
that there is a positive effect of price on buying intention 
 
H2: Price positively influences buying intention. 
 
Variety-Seeking Behavior in Buying 
According to Kotler and Armstrong (2012), variety-seeking buying behavior is the behavior 
characterized by low consumer involvement but the differences between brands are considered greatly. 
Variety-seeking behavior arises when consumers feel bored with the previous product (Raju, 1980). 
Variety-seeking behavior is the motive of consumers to obtain new pleasures (Mc Alister and Pessemier, 
1982). There are seven indicators of variety-seeking behavior according to Trisnawan (2011), in this 
study only 5 are used: a) boringness; b) dissatisfaction on buying; c) curiosity; d) anxiety on trying; and 
e) perceived differences. 
 
Because no studies are exploring variety-seeking behavior as moderation variable, this study argues that 




H3: Variety-seeking behavior moderates the influence of product quality on buying intention. 
H4: Variety-seeking behavior moderates the influence of price on buying intention. 
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3. RESEARCH METHODOLOGY 
Types of research 
This type of research is survey research because the information collected from respondents using a 
questionnaire. Questionnaires are distributed online. 
 
Population and Samples 
A population is a complete group of entities sharing some common set of characteristics, (Zikmund, 
2002). According to (Hair et al. 1998), a population is an identifiable group of pertinent to the 
information problem. The population in this study were consumers who have bought biscuits in 
Indonesia. The sample was part of the number and characteristics possessed by the population. The 
sample consists of several members selected from the population (Sugiyono, 2009). The sample in this 
study were some consumers who bought biscuits in Indonesia. The number of samples in this study was 
170 respondents. The questionnaire was distributed online. 
 
Validity test 
Validity test is used to measure the validity of a questionnaire (Ghozali, 2005). A questionnaire is said to 
be valid if the questions on the questionnaire can reveal data that will be measured by the questionnaire. 
So, validity is used to measure whether the questions in the questionnaire can measure what it needs to 
be measured. This study uses convergent validity, according to Abdillah, W and Yogiyanto (2015) with 
reflective indicators assessed based on loading factors (correlation between item scores/ component 
scores with contract scores) of indicators that measure these constructs. Hair, JR., Anderson., Tatham, 
Blak (1998) said that the value of loading factors greater than +/- 0.30 is considered to meet the 
minimum level, the value of loading factors = / - 0.40 is considered better and in accordance with the 
rule of thumb used by researchers, and loading factor> 0.50 is considered significant. The rule of thumb 
used for convergent validity is outer loading> 0.70, communaly> 0.50 and Average Variance Extracted 
(AVE)> 0.50 (Chin, 1995 in Abdiilah and Yogiyanto, 2015). The results of the validity test can be seen 
in table 1. 
Table 1. Summary of validity test result 


































































Source : The data was processed for SmartPLS 3.2.8 
 
In table 1, it is shown loading factor > 0.7, AVE value and Comunaly value > 0.50. Therefore, all 
indicators are valid. 
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Reliability is a tool to measure a questionnaire which is an indicator of a variable or construct (Ghozali, 
2005). A questionnaire is said to be reliable if the respondents’ answer to a statement is consistent or 
stable from time to time. High and low reliability is shown by the reliability coefficient number. 
According to Abdillah, W and Yogiyanto (2015), reliability testing in PLS can use two methods, namely 
Cronbach's alpha and Composite reliability. The rule of thumb of alpha value or composite reliability 
must be bigger than 0.7, but the value 0.6 is still acceptable (Hair et al, 1998). The reliability test results 
can be seen in table 2. 
 
Table 2. Summary table of reliability test result 













Source : The data  was processed for SmartPLS 3.2.8 
 
 Table 2 shows the value of Cronbach's alpha and compatibility reliability for each indicator 
variable above 0.7. So it can be concluded that the instrument used is reliable. 
 
Analysis Method 
Data analysis used in this study is inferential statistical analysis, namely Structural Equation Modeling, 
hereinafter referred to as SEM, which is operated through the Partial Least Square (PLS) program, 
namely SmartPLS 3.2.8. 
 
Data Analysis  and Hypothesis  Testing 
This research uses Structural Equation Modeling (SEM) analysis. The software used for this research is 
SmartPLS version 3.2.8. The results of data processing for SmartPLS 3.2.8 are shown in Figure 1. 
 
  
Figure 1. Summary figure of structural model output 
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From Figure 1, hypothesis testing can be performed as follows: 
Hypothesis 1: Product quality has a positive influence on buying intention. 
From the results it was obtained a beta coefficient value of 0.327 and t value of 4.157, t value> 1.64 
(one-sided hypothesis), shows that the quality of the product has a positive influence on buying 
intention. This means that the improvement of the quality of the product will increase buying intention. 
Hypothesis 2: Price has a positive influence on buying intention. 
The study obtained a beta coefficient value of 0.174 and t value of 2926, t value> 1.64 (one-sided 
hypothesis), shows that the price has a positive influence on buying intention. This means that the more 
competitive the price, the higher the buying intention. 
Hypothesis 3: Variety-seeking behavior moderates the influence of product quality on buying intention. 
The results obtained a beta coefficient of 0.374 and the value of t value 3.389, t value> 1.64 (one-sided 
hypothesis), indicating that variety-seeking behavior moderates the influence of product quality on 
buying intention. This means that variety-seeking behavior strengthens the influence of product quality 
on buying intention. 
Hypothesis 4: Variety-seeking behavior moderates the influence of prices on buying intention. 
The study obtained a beta coefficient value of 0.207 and t value of 4.777, t value> 1.64 (one-sided 
hypothesis), indicating variety-seeking behavior moderates the influence of price on buying intentions. 
This means that variety-seeking behavior reinforces the influence of price on buying intention. 
4. RESULTS DISCUSSION 
This discussion is focused on testing the hypotheses proposed in this study. 
 
Product quality has a positive influence on buying intention. 
The results of this study showed a positive influence of product quality on buying intention, meaning 
that the higher the product quality, the higher the buying intention. This study is in line with the research 
of Saleem et al (2015) where product quality has a positive and significant effect on buying intention. 
Product quality is very important in marketing to sell the products and to persuade consumers’ buying 
intention. To increase the consumer's intention to buy biscuits in Indonesia, the biscuit producers must 
improve the quality of their products according to the needs and desires of consumers, the taste of the 
product should not be inferior to competitors products and the package must be attractive. 
 
Price has a positive influence on buying intentions. 
The results of this study indicated a positive influence on buying intention, meaning that the better the 
price, the higher the buying intention. The study is in line with the research of Siahaan ,Sifrid 
&Pangemanan (2014) that the price influences the product buying intention. Every consumer needs more 
discounts or price cuts and item packages at low prices. Discounted prices are consumers' perceptions of 
price savings, the higher the discount rate, the more they save from buying certain products (Yang and 
Mao, 2014). The intention of consumers to buy biscuits in Indonesia can be increased if biscuit 
producers in Indonesia set reasonable prices according to service quality and product quality, and offer 
discounts or price cuts. 
 
Variety-seeking behavior moderates the influence of product quality on buying intention. 
The results of this study showed variety-seeking behavior moderates the influence of product quality on 
buying intention, meaning variety-seeking behavior reinforces the effect of product quality on buying 
intention. Variety-seeking behavior moderating product quality influences the buying intentions of 
biscuits in Indonesia. The buying intentions of biscuits in Indonesia can be increased if the quality of the 
product (the products offered meet the needs and demands, the products offered are as delicious as the 
competitor products, the products offered are attractive, and the products offered are of high quality) is 
increased, and it will be strengthened when using variety-seeking behavior. 
The need to find variations according to Van Trijp, Wayne DH and Jeffrey (1996) is "the need to find 
variations in a product category by consumers is an attitude of consumers who want to try other brands 
International Journal of Advanced Science and Technology 
Vol. 29, No. 03, (2020), pp. 6348 - 6355 
6354 ISSN: 2005-4238 IJAST  
Copyright ⓒ 2019 SERSC 
 
 
and satisfy their curiosity about other brands and is associated as a desire to change habits".Variation 
seeking behavior is the tendency of consumers to try another brand (brand new product) despite their 
satisfaction towards the old brand. Biscuit producers in Indonesia need to consider variety-seeking 
behavior factor with multi-brand strategy to strengthen buying intentions. Multi-brand strategy according 
to Koler, P and Keller, K, L (2012) is to market several additional brands in the same product category. 
Multi-brand strategy that must be done by biscuit companies in Indonesia is that one product at least 
have 2 or 3 different brand names, this is done because consumers according to their habits tend to try 
other brands. 
 
Variety-seeking behavior moderates the influence of  prices on buying intentions. 
The results of this study found that variety-seeking behavior moderates the effect of price on buying 
intentions, meaning variety-seeking behavior reinforces the influence of price on buying intentions. 
According to Kotler, P and Keller (2012) "competitor companies will encourage the search for diversity 
by offering lower prices, special offers, coupons, free samples and advertisements that try to break into 
the buying and consumption cycle and cause the reasons to try something new”. The intention of 
consumers to buy biscuits in Indonesia can be increased by strengthening variety-seeking behavior. The 
company (producer) can do some strategy such as offering lower prices than competitors, discounts, 
special offers, and coupons. 
 
Variety-seeking behavior reinforces the influence of prices on biscuit buying intentions in Indonesia. 
The buying intention of biscuits in Indonesia can be increased if the price (price feasibility, price 
conformity with the quality of services and products, discounts / price cuts) is increased, and it will be 
strengthened by using variety-seeking behavior. According to Kotler, P and Keller, K, L (2012) 
"consumers have trust over biscuits, choose brands without much evaluation, and evaluate products 
while consuming, and brand switching occurs to look for diversity instead of dissatisfaction". Indonesian 
biscuit producers also need to carry out a multi-brand strategy (2 brands or 3 brands on the same 
product) to strengthen the effect of prices on buying intentions. Consumers tend to seek variety for 
biscuits, in addition to prices that affect consumer buying intentions, brands also strengthen the buying 
intention of biscuits in Indonesia 
5. CONCLUSION 
The results of this study are: a) Product quality (the products offered meet the needs and demands, the 
products offered are as delicious as the competitor products, the products offered are attractive, and the 
products offered are of high quality) has a positive effect on biscuit buying intentions in Indonesia; b) 
Price (price feasibility, price conformity with the quality of services and products, discounts / price cuts) 
has a positive effect on biscuit buying intentions in Indonesia. Findings from the recent study: Buying 
behavior of variety-seeking moderates (strengthens) the effect of product quality on biscuit buying 
intentions in Indonesia, buying behavior of variety-seeking moderates (strengthens) the effect of prices 
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